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his Editorial Index, a special Cablevision section, is a comprehensive guide to 


all the stories we’ve run during 1997. it’s a useful reference tool to track down 
information you may recall having seen in our pages, as well as a handy way to 
review developments in different sectors of the cable industry over the past year. 

The index is organized to correspond to the various subject categories found in a typ- 
ical Cablevision issue. The categories under which departments and columns are orga- 
nized include: Content (programming/pay-per-view and online/Internet developments), 
Digital Gateway, a section exploring how cable companies are creating their future in a 
convergence environment, Marketing & Advertising (includes promotion), Technology 
& Operations, Strategy (business issues) and D.C. Spin (policy/regulatory issues). 
Consumer Poll, our survey of cable subs on various industry trends and developments, 
is also included. Each entry under the department/columns categories includes a head- 
line and a brief story explanation, plus the issue date and page number. 

You'll also find a complete inventory of the past year’s feature stories, arranged by 
category, complete with headlines, synopses and date/page numbers. 


Departments/Insights 


DIGITAL GATEWAY 


ls Cable Up to Speed? 

Cable operators want to offer digital TV, 
phone and data services—but here's how fast 
they're really progressing (1/6/97, pp. 34-36, 
by Chris Nolan) 

WebTV: High-Speed Partner? 

WebTV is out there, but what does it 
mean for cable? (1/27/97, pp. 24-26, by Jim 
Cooper) 

New ‘Labs’ on the Block 

Digital Equipment gives operators anoth- 
er resource to test high-tech applications 
(1/27/97, pp. 26-28, by Simon Applebaum) 

The ’Net: 1997 

Web pages, high-speed trials and roll- 
outs—what's the next step? (2/17/97, pp. 30- 
32, by Jim Cooper) 

Reality Check 

Ops aren't ready yet for addressable ads 
(2/17/97, p. 32, by Jim Forkan) 

The Marketing of PCS 

Sprint PCS tries to crack Southern 
California (3/3/97, pp. 21-22, by Jim Forkan) 

Pricing Digital Set-Tops: 

A Tricky Business 

The Telecom Act provides for an intriguing 
strategy (3/17/97, pp. 54-55, by Tom Kerver) 

Why 480? 

Looking for ways to cut costs—help may 
be at hand (3/17/97, p. 56, by Tom Kerver) 

WebTV Courts Cable 

WebTV wants cable distribution, and so 
far MSOs are listening (3/17/97, p. 60, by 
Simon Applebaum) 
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‘Cybertising’: The Next Step 

Cable networks are struggling to find the 
right formula for advertising on the Web 
(4/7/97, pp. 28-30, by Jim Cooper) 

Should Cable Push the ’Net? 

Cable sees Internet access as salvation, 
but is that smart? (4/28/97, pp. 26-27, by Paul 
Sweeting) 

Internet Access for the Smaller Guy 

‘Third-party’ outfits help operators estab- 
lish, and maintain, online businesses (5/12/97, 
pp. 23-24, by Marc Osgoode Smith) 

Modems: Cable Wants Action 

Will modem-making repeat the odyssey 
of digital set-top delays? (6/2/97, p. 38, by 
Marc Osgoode Smith) 

The Cable Enterprise Network ’97 

The backbone of the broadband system 
of the future (6/2/97, pp. 40-41, by Simon 
Applebaum) 

Untangling the Web 

Here are some examples of Web solu- 
tions for small operators (6/16/97, pp. 37-38, 
by Tom Kerver) 

Nets Target ‘Cyber Tikes’ 

As kids TV gets increasingly competitive, 
the Internet could be the next battleground 
(6/30/97, pp. 30-32, by Jim Cooper) 

Smarter Set-tops 

Advanced analog set-top boxes could 
deliver interactive features via a new chip 
(6/30/97, p. 32, by Simon Applebaum) 

Modems: The Retail Plan 

Canada’s Fundy launches cable modem 
service with retail model (7/21/97, pp. 42-46, 
by Marc Osgoode Smith) 

Is Interactivity Dead? 


No. Here are some players trying to keep 


it alive (8/18/97, pp. 44-46, by Jim Cooper) 
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Disney’s Model Village 

Celebration in Florida has 750 MHz two- 
way plant, leased by Jones (9/22/97, pp. 40-42, 
by Tom Kerver) 

A ‘Talented’ Set-top 

A new analog set-top box offers Internet 
access, phone, fax (9/22/97, p. 42, by Simon 
Applebaum) 

Cox’s Telephony Push 

MSO's Digital Telephone rollout takes on 
PacBell in Orange County (10/6/97, pp. 32-34, 
by Simon Applebaum) 

A River Runs Over It 

To become a full-service provider, Jones 
tunnels under the Potomac to link its D.C. 
area systems (10/20/97, pp. 40-42, by Marc 
Osgoode Smith) 

Cisco’s Play for Cable 

A trial will test Internet access and other 
concepts hatched in a lab (11/3/97, p. 30, by 
Simon Applebaum) 

No Traffic Jams! 

MediaOne launches cable's largest effort 
to earn big bucks from telecommuters 
(11/17/97, pp. 52-55, by Simon Applebaum) 

The Big Brain 

Cox's new Network Operations Center 
assures reliability for video and new services 
(12/8/97, pp. 74-76, by Marc Osgoode Smith) 


CONTENT 


Ya Better Be ‘Useful’ 

In the wake of TCI’s pay-for-carriage push, 
operators will more and more expect nets 
to prove their worth (1/6/97, p. 37, by Jim 
Cooper) 

Is Everybody Happy? 

Not everybody's satisfied with the new TV 
ratings system (1/27/97, p. 30, by Jim Cooper) 

Off the Bench? 

Sports programming for women: a nice 
niche, but where can you put it? (2/17/97, p. 
33, by Jim Cooper) 

RNN Takes On the ’Burbs 

In a tight market, Regional News 
Network finds ways to get carriage (3/3/97, 
p. 24, by Jim Cooper) 

MTV: Out With the Old 

Under Judy McGrath, MTV is once again 
morphing to stay sharp (3/17/97, pp. 62-63, by 
Jim Cooper) 
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In a tight market, Regional News 
Network finds ways to get carriage (3/3/97, 
p. 24, by Jim Cooper) 

MTV: Out With the Old 

Under Judy McGrath, MTV is once again 
morphing to stay sharp (3/17/97, pp. 62-63, by 
Jim Cooper) 


The Marketing of De La Hoya 

The great hope of PPV, Oscar De La 
Hoya charms some top corporate sponsors 
(3/17/97, pp. 63-64, by R. Thomas Umstead) 

The Kids Pie 

Are kids networks fighting over the same 
pie, or can each survive with a slice? (4/7/97, 
pp. 34-38, by Adam Snyder) 

Going Digital? 

Both networks and operators are rushing 
to go digital, but are they on the same page? 
(4/28/97, pp. 28-29, by Jim Cooper) 

Time Warner’s Network Search 

Networks are doing everything they can 
to prove worthy of a Time Warner NYC tier 
slot (5/12/97, p. 26, by Jim Cooper) 

The Geek Niche 

New Media culture is the newest chic pro- 
gramming niche, but can networks about com- 
puters find room? (6/2/97, p. 44, by Jim 
Cooper) 

Crunch Time 

The Box-CMT wrangle could be a com- 
mon occurrence as networks fight over nich- 
es and capacity (6/16/97, p. 40, by Jim Cooper) 

‘Drawing’ Audiences 

To get more kids and adults, cable net- 
works ‘toon’ up in prime time (6/30/97, p. 34, 
by Jim Cooper) 

E!’s New Strategy 

E! decides it must be 100 percent ‘origi- 
nal’ (7/21/97, p. 48, by Jim Cooper) 

MTVN: The Inner Circle 

A look at the people behind some of 
cable’s most powerful brands (8/18/97, pp. 
47-48, by Jim Cooper) 

Frowns Over Fees 

In its programming role, Comcast finds 
itself in a struggle with operators (9/22/97, 

p. 44, by Jim Cooper) 

Digital Dancing 

How to package digital nets? (10/6/97, p. 
35, by Jim Cooper) 

Dexter Delivers 

Cartoon Network continues to grow dis- 
tribution and ratings, and gets a promo push 
(10/20/97, p. 44, by Jim Cooper) 

Wangberg Switches Sides 

Former MSO exec Larry Wangberg 
launches a new net (11/17/97, p. 58, by Simon 
Applebaum) 

Breaking the Music Barrier 

PPV and the concert-event are still trying 
to make profitable music together (12/8/97, 
pp. 78-79, by R. Thomas Umstead) 
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MARKETING & ADVERTISING 


The Customer Is King 

Countering competition, courting cus- 
tomers and selling new products are 
Comcast's top priorities (1/6/97, pp. 38-39, by 
Jim Forkan) 

New Year, New Look 

Adelphia’s marketing and rollout of new 
non-cable services are more evolution than 
revolution (1/27/97, pp. 32-34, by Jim Forkan) 

The TW ‘Connection’ 

Time Warner Cable will make a name for 
itself by playing on the rich heritage of its 
parent's brands (2/17/97, pp. 34-37, by Jim 
Forkan) 

Wiring the Whole House 

Many operators think the ‘additional out- 
let’ concept can be key in the war against 
DBS (3/3/97, p. 26, by Jim Forkan) 

Harron Preps for ‘Tomorrow’ 

Harron’s new image campaign proves that 
branding’s not just for the big guys (3/17/97, 
pp. 65-66, by Jim Forkan) 

CAB:The Big Six 

Here’s a handy update on a half-dozen 
hot cable advertising issues burning to be 
solved (4/7/97, pp. 40-42, by Jim Forkan) 

MSOs: Top Five Promo Challenges 

In a nutshell—competition, branding, new 
services, pricing and pleasing subs (4/28/97, 
pp. 30-32, by Jim Forkan) 

Online Ad Sales 

A SkyConnect online product created to 
make local ad buys easier gets a trial on Time 
Warner systems (5/12/97, p. 28, by Simon 
Applebaum) 

Eat This Promotion 

See the network. Visit the restaurant. Buy 
the merchandise (6/2/97, p. 46, by Jim Forkan) 

Charter’s New ‘Face’ 

The MSO's first image campaign aims to 
‘humanize’ its business (6/16/97, pp. 41-42, by 
Simon Applebaum) 

‘Insertion’ for Every Need 

At CAB’s local ad sales meeting, ad inser- 
tion vendors will target small and mid-sized 
MSOs (6/30/97, p. 36, by Simon Applebaum) 

The Name Game 

After operating for a long time under one 
identity, three MSOs are reborn with new 
names (7/21/97, pp. 51-52, by Simon 
Applebaum) 

Ad Sales Goes the Distance 

Horizon Cablevision makes money by 
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offering free ad avails bundled with 
long-distance phone service (8/18/97, pp. 50- 
51, by Simon Applebaum) 

Truth in Advertising? 

Cable is under siege from attacks by 
competitors (9/22/97, pp. 46-48, by Tom 
Kerver) 

Echostar’s Assault on Cable 

(9/22/97, pp. 48-50, by Tom Kerver) 

The Marketing of Modems 

Operators are about to make some noise 
with Internet access promos (10/6/97, pp. 36- 
37, by Simon Applebaum) 

AMC: Ads Sail In 

American Movie Classics cruises into 
‘sponsorships’ with interstitial deals 
(10/20/97, p. 46, by Simon Applebaum) 

Can You Dig It? 

InterMedia Partners’ first MSO-wide 
image push strives to be hip. It touts broad- 
band—but doesn’t say so (11/3/97, pp. 31-32, 
by Simon Applebaum) 

Hunting for Online Customers 

MSOs hope to boost their Internet 
access customer base by helping community 
groups start Web sites (12/8/97, pp. 80-81, by 
Simon Applebaum) 


TECHNOLOGY & OPERATIONS 


Window on the Web 

A hot MIS trend for "97 may be Internet 
links, adding to the tools CSRs have to reach 
subs (1/6/97, p. 40, by Simon Applebaum) 

After the Cut 

How are those 2,500 laid-off TC! workers 
getting on? (1/27/97, pp. 36-37, by Simon 
Applebaum) 

An Interdiction Play 

Chambers says operations in an off- 
premises environment make the best eco- 
nomic sense (2/17/97, p. 38, by Simon 
Applebaum) 

MSOs Look at ‘Networking’ 

Time Warner considers an end-to-end 
data delivery system for Road Runner 
(3/3/97, p. 28, by Simon Applebaum) 

A Utopia for CSRs? 

Larger operators are buying into the 
wonders of high-tech ‘customer care’ 
(3/17/97, pp. 70-72, by Leslie Goff) 

‘90 Minutes’—Or Else 

Comcast puts an unusual spin on service 
guarantees in Broward County, Fla. (4/7/97, 
pp. 44-46, by Simon Applebaum) 
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Here-and-Now Testing 

CableLabs and Rogers are testing the 
products needed to make new services work 
(4/28/97, pp. 34-35, by Simon Applebaum) 

Trial by Platform 

Cox tests video, voice and data services 
via a new outside-the-home box in 
Oklahoma City (5/12/97, p. 30, by Simon 
Applebaum) 

SCTE: What’s Hot, and Not 

At Cable-Tec Expo '97, attendees will be 
looking for practical ways to make trendy 
new tech ‘operational’ (6/2/97, pp. 48-50, by 
Marc Osgoode Smith) 

Cox’s Warehouse Plan 

Cox decides to upgrade its equipment 
warehouses rather than cluster them 
(6/16/97, p. 43, by Simon Applebaum) 

Getting Connected 

The big questions on hooking up subs for 
Internet access: Who does it, and how? 
(6/30/97, pp. 37-39, by Simon Applebaum) 

Laptops Join the Fleet 

Time Warner field staff in Milwaukee get 
a computer that will give them direct access 
to customer accounts (7/21/97, p. 53, by 
Simon Applebaum) 

Learning From a Fiber Net 

Galaxy Telecom pours $10 million into a 
statewide fiber net linking schools and hospi- 
tals (8/18/97, pp. 52-54, by Simon Applebaum) 

TCI’s Data Warehouse 

TCI can now process a day’s worth of 
transactions within four-to-six hours, down 
from 10 hours (9/22/97, pp. 52-54, by Simon 
Applebaum) 

Building Better Boxes 

An Intel breakthrough, which doubles the 
memory of current chips, will be good for 
digital set-tops (10/6/97, p. 38, by Marc 
Osgoode Smith) 

The Set-Top Evolution 

Will IBM’s breakthrough produce cheap- 


er, more capable digital set-tops? (10/20/97, p. 


48, by Simon Applebgum) 

How to Be ‘Reliable, 101 

Maintaining the highest standard of plant 
reliability is a must in a world of Internet 
access and telephony (| 1/3/97, pp. 33-35, by 
Simon Applebaum) 

Century’s Service Plan 

The MSO finds that the regional cus- 
tomer service center concept works 
(11/17/97, p. 56, by Simon Applebaum) 
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The Check’s Not in the Mail 

Cable One rolls out direct-pay options, 
using an outside party (12/8/97, p. 82, by 
Simon Applebaum) 


STRATEGY 


Help Wanted: Leadership 

NCTA needs a proactive chairman who 
has time to devote to the industry (1/6/97, p. 
41) 

Mr. (W)Right 

NBC president Bob Wright offers some 
predictions on going digital (1/27/97, p. 38) 

Dawdlers & Risk Takers 

As TCI neglects its infrastructure, many 
are banking on fiber upgrades (2/17/97, p. 40) 

Hindery to the Rescue 

Expect TCl’s new president to reduce 
debt without impairing growth (3/3/97, p. 30) 

Whither Telephony? 

The phone maze:Why cable is having 
trouble finding its way (3/17/97, p. 76) 

Four Things That Add Up 

TCI has been missing the bus for a while. 
But it could learn something from Denver 
transit (4/7/97, p. 48) 

The Good Old Boys 

Cable’s veterans continue to be vital to 
the industry's future (4/28/97, p. 36) 

Of Pipes and Pies 

Cable’s strategy of using its broadband 
pipe for as many services as it can is better 
than ‘smart’ (5/12/97, p. 32) 

Nike People 

To guard against all quick-footed protago- 
nists, like Rupert Murdoch, cable needs more 
‘Just Do It’ people (6/2/97, p. 52) 

Don’t Promise. Deliver 

How to prevent cable customers from 
‘flying away’ (6/16/97, p. 44) 

First Things First 

Substitute real action ‘in the trenches’ for 
those silly media events (6/30/97, p. 40) 

Anaheim Sunset 

Many wireless companies now face a 
penny-stock future (7/21/97, p. 58) 

The Missing KISS 

Investors value the KISS—as in ‘Keep It 
Simple, Stupid’ (8/18/97, p. 58) 

Picking Up the Pieces 

Clustering efforts prove that one person’s 
trash can become someone else’s treasure 


(9/22/97, p. 56) 
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The ‘Bob’ Legacies 

Some thoughts on Bob Rogers and Bob 
Magness (10/6/97, p. 39) 

Shifting Gears 

New services require that all gears— 
including customer service—turn smoothly 
(10/20/97, p. 50) 

Tightening the Noose on Telcos 

Now the most cost-effective way for a 
telco to grab a piece of the future is to 
become cable’s partner (11/3/97, p. 36) 

Cable by the Numbers 

Cable’s equity windfall may bring new ser- 
vices faster than imagined a few months ago 
(11/17/97, p. 60) 

Capital Gains? 

It’s not the time for rate increases. 
Cable’s engine has been running splendid- 
ly...(12/8/97, p. 84) 


D.C. SPIN 


Sharing the Load 

Cable may be willing to help broadcasters 
dish the dishites (1/6/97, p. 41) 

The TV Ratings Debate 

Cable’s absence at a hearing provided 
some ‘cover’ from criticism of the new rat- 
ings system (3/17/97, p. 80) 

Telephony on Hold 

Resolution of Reed Hundt's ‘Trilogy’ 
issues could clarify cable’s telephony 
prospects (4/7/97, p. 50) 

Amos vs. Rupert 

Cable appears to lose a battle, but it 
could win the war (4/28/97, p. 37) 

Telephony Roadblock 

The FCC’s universal service provision 
strews the path of this new business with red 
tape (6/2/97, p. 54) 

Read Their Lips: No ‘Bit’ Taxes 

For the online world, there’s a movement 
afoot to keep the tax man away (6/16/97, p. 
45) 

Free Expression, Revised 

The content ratings debacle opens even 
more First Amendment intrusions (6/30/97, p. 
41) 

Internet Freedom of Speech 

A ‘mouse’ is free from government regu- 
lation. Not so with a remote con- 
trol...(7/2.1/97, p. 56) 

Dear Leo... 

Looking for a cure for District 
Cablevision’s ills (8/18/97, p. 60) 


A Crack in PrimeStar’s Dish? 

Will PrimeStar’s owners even want the 
deal when D.C’s regulators get through with 
it? (9/22/97, p. 58) 

The Art of ‘Double-Talk’ 

Cable does its share of message double- 
talk, but broadcasters are perfecting the 
maneuver over HDTV (10/6/97, p. 40) 

Here We Go Again 

Ameritech, DirecTv and wireless are 
pushing to make programming a public com- 
modity (10/20/97, p. 52) 

New FCC, Old Furniture 

What's on the FCC’s agenda? A full slate 
of Telecom Act blues (11/3/97, p. 38) 

The Copyright Pinch 

Now, DTH pays more than cable. But 
that could change (11/17/97, p. 61) 

Happy Holidays! 

Don’t forget to send a Christmas card to 
your subs to take the sting off the cable rate 
hike (12/8/97, p. 86) 


CONSUMER POLL 


Why PPV Is Not A-OK 

(1/6/97, p. 47) 

A Case for ‘Unsolved Mysteries’ 
(2/17/97, p. 47) 

The Voice of the People 

(3/3/97, p. 38) 

Subs Are Perfectly Clear on 

Picture Quality 

(3/17/97, p. 125) 

For Digital Boxes, What Price 

Is Right? 

(4/7197, p. 63) 

The Ratings Picture: No Big 

Help Here 

(4/28/97, p. 43) 

Guarantee Nets a Hand 

(5/12/97, p. 41) 

Cable Modems Could Spur PC Sales 
(6/2/97, p. 63) 

The ’Net on the Tube:A Split Screen 
(6/16/97, p. 51) 

If Channels Take Ads, Will Subs 

Stay Tuned? 

(6/30/97, p. 47) 

Mad About Movies 

(8/18/97, p. 71) 

Go DBS? Most Subs Say No 

(9/22/97, p. 71) 

Subs Expect Cable to Deliver HDTV 
(10/6/97, p. 47) 


Customer Service: Cable Vs. Phone 
(10/20/97, p. 63) 

Who’s Watching CableACE? 
(11/3/97, p. 47) 

The Breaking News Choice: 

Still Broadcast TV 

(11/17/97, p. 71) 

Internet: Subscriber Demand Is Up 
(12/8/97, p. 107) 


Features 


CONTENT 


Throwing Money Around 

Bold moves by Rupert Murdoch and TCI 
may inspire the cable industry to take pay- 
for-carriage to new heights (1/27/97, pp. 14- 
17, by Jim Cooper) 

The Big Squeeze 
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telecommunications services, but they favor 
telcos over cable operators. The solution for 
cable? It’s Internet access (1/27/97, pp. 19-22, 
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p. 32, by Marc Osgoode Smith) 

What Are You Worth? 
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Osgoode Smith) 


48 CABLEVISSONDECEMBER 18, 1997 


OTHER 


How’re We Doin’? 
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